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Abstract

The proliferation of social media has given consumers additional channels through which to make online
social connections. Online communities and other types of social media allow users to share content and
build relationships with one another. Analysis of the internet may also reveal the potential advantages
for companies. Based on the Trust Assessment Model (TAM) and the current research on trust and social
media, a multidisciplinary structure has been established. The role that social media had in the
development of "social commerce," or online purchasing as a social activity. Consumers are more likely
to trust businesses and make purchases after engaging with them on social media, according to study
results. A clear correlation between trust and purchase intent is also shown. A site's PU, or its perceived
utility, is also cited as a consideration. Implications, limits, and suggestions for future studies are discussed
in the paper's conclusion.
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Introduction

Social media, like online communities, are one example of the new technologies
accessible to businesses thanks to the development of the internet in recent years (Lu et
al., 2010). Facebook, Twitter, and email allow individuals to stay in touch without ever
having to meet face to face, thanks to the internet's ubiquitous availability. This is now
feasible because to web 2.0 technologies. The internet has become a more communal
place with the advent of Web 2.0 and its many social media platforms that facilitate user-
to-user interaction and the dissemination of user-generated content. Web 2.0 has made
it easier for people to work together online and share information. Social media and other
forms of online community have made it more easier for individuals to connect with one
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another and share knowledge.Web tools, such as online communities or SNSs (Lu& Hsiao,
2010), make it easier for people to make genuine relationships and share valuable
information with one another. Social networking sites (SNSs) are at the forefront of the
modern e-commerce landscape, where customers engage with one another and take part
in online activities (Mueller et al., 2011). Consumers now benefit from the insights and
advice of their peers because to the proliferation of online review sites (Senecal & Nantel,
2004). This is significant because involving customers in marketing via social media is
crucial (Do-Hyung et al., 2007).

The use of social media has several advantages for businesses, including spreading
positive word-of-mouth about a product or service, boosting sales, enhancing knowledge
management, and gaining advocates among customers. The networking that takes place
on social media also equips individuals with similar ideals, which is good for building trust.
With the rise of SNSs, studying user behavior on these platforms has risen to the forefront
of academic inquiry. (Liang & Turban, 2011). This is because SNSs have the potential to
shape business marketing strategies via trust-building mechanisms and by influencing
consumers' propensity to make purchases online.

The major purpose of this article is to investigate the impact of social elements on trust,
which in turnmay affect a consumer's propensity tomake a purchase. Gaining insight into
this topic may help in the pursuit of determining the elements that contribute to the
formation of trust and social commerce intent via SNSs. There are four goals for this
paper. The first part of the research looks at how social media might affect shopper
confidence in online purchases. Second, it investigates how trust influences consumers'
decisions to make a purchase. Third, this study analyzes how consumers' trust and the
site's perceived utility (PU) affect their propensity to make a purchase. Finally, it analyzes
how social media might affect consumers' trust and subsequent purchasing decisions
both directly and indirectly.

Literature Review and Theoretical Background : As the internet has evolved andWeb 2.0
has taken hold, people have become more connected to one another online. Customers
and companies may now work together online thanks to this innovation (Füller et al.,
2009). This is a new phenomenon brought forth by social media, which facilitates user-
generated content and online community building. Several online communities have
made it easier to exchange knowledge and ideas. The free online encyclopaediaWikipedia
is one of themost popular sites because its users canwork together to add to and improve
the site's content. Amazon.com as well as other sites with comparable features allow
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customers to rate and review products they have purchased. In addition, participants on
these hubs rely cooperatively on one another. Through social media, consumers may
learn about products and share their insights with others. This development has allowed
for the emergence of online communities all over the globe where information is shared
in real time through electronic means (Molly McLure & Samer, 2005).

Content Creation for social Networks: The proliferation of social media has ushered in a
new age of content production in which users readily impart their knowledge and insights
to others (Chen et al., 2011a). In order to attract new customers, the future generation of
internet firms will be built around communities (Bagozzi & Dholakia, 2002; Ridings &
Gefen, 2004). For instance, because to the emergence of online communities, companies
now have the chance to implement a more effective customer relationship management
system (Ridings & Gefen, 2004). In addition, members may get to know one another and
build trust via familiarity on social media platforms (Lu et al., 2010). Users' desire to
purchase may be significantly impacted by this (Gefen, 2002). Businesses need a strategy
that works in the context of social commerce (Lorenzo et al. 2007; Liang &c Turban 2011).
With the rise of socialmedia, businesses are tapping into a newmarket trend called "social
commerce" (Hajli, 2013). The use of social media may help any company improve its
appeal to customers worldwide (Chen et al., 2011b). Few studies have looked at trust and
users' purposeful behavior in the context of social commerce and social media, despite its
centrality to the e-commerce and marketing literature. Following this, we provide a
theoretical framework for the study by reviewing relevant literature on the research
model.

Perceived usefulness : The Technology Acceptance Model (TAM) (Davis, 1989) includes
the concept of "perceived utility" (PU) as a key component. The theory's first iterations
focused on users' willingness tomake use of computer resources (Davis et al., 1989). Since
then, other academics from various fields have expanded on the idea. According to TAM,
user acceptability of systems is significantly affected by several constructs (Pavlou, 2003).
Davis (Davis 1989) first defined perceived usefulness as "the extent to which a person
feels that utilizing a certain system will increase his or her work performance." It's a big
factor in why people are open to new forms of technology (Davis, 1989). TAM's structures
have several potential uses (Adams et al., 1992). You may utilize these to foresee how
customers would act when shopping online (Gefen & Straub, 2000; Pavlou, 2003). With
its focus on why people utilize a system, TAM has become one of the most well-liked
theories in Information Systems (IS). Its tools have been shown effective in a variety of
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studies (Pavlou, 2003). In the current investigation, we have narrowed the suggested
model's focus to only two variables: perceived usefulness and purchase intent. It has been
suggested that the concept of perceived ease of use has an indirect influence on user
acceptability through PU (Gefen & Straub, 2000), which is why it was left out of the current
research. Many studies (Gefen & Straub, 2000; Pavlou, 2003) have shown that PU has a
direct, beneficial influence on user adoption of a system. In the context of online
shopping, PU may be defined in a few distinct ways. System, service, and information
quality all have a role in how helpful a website is regarded to be to visitors, which in turn
increases the likelihood that those visitors will make a purchase (Ahn et al., 2007). By
focusing on the quality of their content, services, and systems, businesses may increase
their websites' perceived usefulness in the eyes of their customers (Ahn et al., 2007).

Social Medial Platform for generating Social Support: The rapid growth of social media
sites in recent years has drastically streamlined the process of sharing information and
making content for the web (Chen et al., 2011a). Social media sites likeWikipedia, Twitter,
and Facebook facilitate such collaborations. People have discussions online using a wide
range of social media tools, such as blogs, social networks, or review communities. In
reality, individuals gather in virtual communities to exchange perspectives and provide
and receive emotional assistance (Ridings & Gefen, 2004).

One of the most important developments brought about by social media is the rise of
reviews. Reviews written by actual customers are easy to find online, which benefits both
consumers and businesses (Nambisan, 2002). Companies regularly seek for customer
feedback in the form of online ratings and reviews (Bronner & de Hoog, 2010). The
Internet spreads the news about these actions. Consumers benefit from this social media-
generated word of mouth while making purchases (Pan & Chiou, 2011). According to
studies (Chris et al., 2008), the popularity of online consumer evaluations has skyrocketed
in recent years. Almost 10 million customer evaluations are accessible on Amazon.com,
making it a prime example of how to use consumer feedback (Do-Hyung et al., 2007).
Social media also includes online groups and forums. It is currently common practice to
discuss and learn about various goods and services in online forums (Chen et al., 2011a).
Potential consumers also often consult recommendations. According to studies,
prospective buyers care more about user reviews than they do about information
provided directly by the manufacturer or distributor (Ridings & Gefen, 2004). As a result,
these kinds of connections, made possible by social media, contribute to a higher degree
of trust and a lower sense of danger.
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Development of Virtual Worlds in an Economic Environment: Another significant
innovation of Web 2.0 is the emergence of virtual worlds as electronic settings (Mueller
et al., 2011). They make it easier for people to meet and talk to one another for monetary
and social gain. The ability to study and practice inside the virtual realm is a key feature
of virtual worlds (Mueller et al., 2011). However, the quality of material uploaded by
anonymous users has become a difficulty due to the growing usage of social media where
people may readily publish information and stories of their experiences (Chen et al.,
2011a). Anonymity is a factor in determining the credibility of information and user-
generated material (Chen et al., 2011a). People join online groups for the purpose of
making friends and receiving emotional support from others (Ridings & Gefen, 2004).
According to Cobb (1976), social support is "the experience of the caring, loving, and
supportive attention of one's social group." Ballantine and Stephenson (2011) found that
social networking sites (SNSs) and online communities provide users with both factual and
emotional reinforcement. Online social assistance may take the shape of both emotional
and factual help (Liang et al., 2011).

One example is the social assistance offered by users on Twitter (Gruzd et al., 2011).
Peoplemay be enticed to go online in large numbers in order to do research through these
social media sites. In addition, it's instructive to examine social media in order to learn
how people create online friendships (Gruzd et al., 2011). Online social support systems
including forums, communities, ratings, reviews, and recommendations have been made
possible by social media. As a result, these developments should inspire more confidence
among online merchants and consumers alike.

Building Business -Consumer Relationship: Building e-commerce on a solid foundation
of trust is essential. Trust in the online seller is crucial for weighing the potential dangers
of a business-to-consumer exchange (McCole et al., 2010). In online transactions, trust is
crucial (Aljifri et al., 2003). Trust may be defined in a number of ways, depending on
factors such as a person's altruism, honesty, competency, and compassion (Gefen
2002; Gefen et al. Trust, competence, and benevolent competence, all of which
contribute to brand trust, may be measured on two separate measures (Li et al., 2008).
All dimensions and classifications, however, center on the idea of danger and uncertainty
in cyberspace. This study is grounded on the literature on trust, specifically the aspects of
helpfulness and trustworthiness proposed by Ba and Pavlou (2002). Repeated interactions
between a vendor and a customer are examples of kindness, whereas faith in another
party's reliability is an example of credibility-based trust (Ba & Pavlou, 2002). This study
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examines trust in the context of social networking site (SNS) and online community (OC)
interactions.

Effect of social media : Trust in online transactions is more likely to take root when
customers are able to interact with one another in online groups, via reviews, and through
personal recommendations. Directly, via social contacts among consumers, and indirectly,
by facilitating product participation, social media facilitates consumer socialization (Wang
et al., 2012). Consumers' confidence in businesses is substantially influenced by the social
relationships formed via social media (Pan & Chiou, 2011). The social bonds formed via
these online contacts are invaluable. Thus, the level of trust is affected by the amount of
social support one receives (Weisberg et al., 2011). In addition, the more praise a seller
receives, the more trust they'll earn from their customers (Ba & Pavlou, 2002). According
to research by Purnawirawan et al. (2012), customers' attitudes and intentions to
purchase a product are influenced by the impressions they get after reading reviews. Do-
Hyung et al. (2007) found that the quality and amount of information generated by
customer reviews influenced purchase intent due to an increase in trust. Therefore, the
following hypothesis is advanced in this study: The trust of users is increased by using
social media.

Effect of perceived usefulness: E-commerce adoption is influenced by how valuable
customers see the service, according to the literature (Gefen & Straub, 2000).
Furthermore, it has been proposed that users' propensity to pay other members of SNSs
is significantly influenced by their perceived value of online connection (Han & Windsor,
2011). The social commerce ecosystem is going to benefit from PU as much as the e-
commerce sector does. Themore customers shop in SNSs they see as beneficial, themore
likely they are to make a purchase inside the SNS (Jiyoung, 2009). Therefore, the study
proposes the following theory:

Users' purchase intent is increased if they find the site beneficial, according to Hypothesis
4.

Consumer Agency: Consumers are now more connected than ever before because to the
proliferation of social media and other online platforms. Consumers engage in social
interactions through social media, which includes rating and review sites, online
communities, and online discussion forums. As a result of these innovations, a new
subgenre of e-commerce has emerged: social commerce, which gives customers the
ability to produce content and exert influence over others. Both businesses and
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customers benefit in various ways from these exchanges. Value is created jointly by the
two parties. The current research proposes amethodology to investigate the role of social
media in e-commerce and social commerce adoption by drawing on ideas from the
technological acceptancemodel and integrating themwith trust and social media notions.
PLS-SEM validation of the model shows that consumers' confidence in brands is boosted
by social media, which in turn boosts their propensity to purchase from those brands
through social networking sites. Analyzing this data, we find that social media users are
more likely to create content in the forms of online communities, reviews, and
recommendations. With the use of social media, consumers may now provide virtual
moral support to their friends and acquaintances. As a result, the networks utilized to
conduct these exchanges become more reliable. The findings indicate that trust, which is
boosted through social media, greatly increases consumers' propensity to make a
purchase. Consumers are more inclined to make purchases through SNS when they are
persuaded to do so by their peers, who likewise have a vested interest in the success of
the vendors they're considering. This provides support for the corresponding theory and
answers the study's second question. The study also found that consumers' perceptions
of a product's utility had a substantial impact on their propensity to purchase.

A closer look at the data reveals that trust plays a less role than perceived utility in
determining online purchasing intent. As a result, users will see websites asmore valuable
if they are of higher quality. Analysis of the remaining data shows that trust does, in fact,
influence how valuable others think you are. After establishing a level of trust, users
reported feeling more positive about the site and were more likely to make a purchase.
This demonstrates the importance of trust as a moderator of social commerce uptake.
Due of its direct effect on purchase intent and indirect effect on perceived utility, trust
plays a pivotal role in online commerce.

This study demonstrates how consumers' agency has expanded thanks to the
development of the internet, the rise of Web 2.0, and the proliferation of social media. In
today's economy, customers produce value by working together and interacting socially
online. They help businesses because of the value they co-create with others through
their social connections. Thanks to social media, customers are today creators as well as
consumers. They may simply have access to the knowledge of other consumers and
provide their own perspectives and experiences. This is a figure that might provide light
on the popularity and utility of social shopping networks. Consumers' online social
interactions give online social support, and this is why e-commerce adoption is being
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pushed to establish trust and, by extension, users' willingness to spend. If members of a
virtual group have a strong sense of belonging and security, they are more inclined to
hang around and make friends there.

This research contributes by highlighting the significance of social media in fostering
consumer confidence in online transactions. This research shows that customers' trust in
and tendency to make transactions through online social networks are affected by social
media and associated factors.

Conclusion

Trust mechanisms in e-commerce & social commerce are aided by networking on social
media platforms. Online shops might promote customers' usage of social media in an
effort to gain their confidence. Value is created with the consumer, rather than for them.
The findings also have management implications for e-vendors, who may improve the
quality of their sites knowing that doing so would increase the websites' perceived
usefulness in the eyes of their customers. Similar to previous studies, this one has certain
restrictions. Themajority of the samples came from only one place, thus the research has
to be broadened. The participants of a particular social networking sitemight be surveyed
in more detail for future research. Additional measures should be taken in future study to
investigate the impact of social media on purchase intent and perceived value.
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